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Abstract 
During last 20 years the cooperative sector has succumbed to the exponential growth of the commercial enterprises. 
This growth of the private commercial competition, and especially the world limit of the free market, agile, modern, 
and tech, dynamic, structures a difficult area of expansion for the farm industrial cooperatives, since his priorities 
divide for assuring, first hand, the sale of the production, and if a market promote a few lacks of alternatives for the 
sale of the product. The cooperative sector in Spain is a clear representative of the industry of the rural way, and in 
many cases it is the reason of development in these zones, and without which, a great economic contribution would 
get lost for the maintenance of the revenue per capita of the inhabitants of these zones. 
The cooperative sector, though he supposes a minimal percentage of the world market, needs from an opening to new 
international markets, and the strategy, in moments as the current ones, they provoke that they are based on 
determinations that avoid high quotas of risk, but that contribute profitability that allows the standardization of this 
market in order that in moments of economic prosperity they allow an improvement of the conditions reached at this 
moment. This work tries to show the Strategies of the cooperative sector for the development of new channels of 
international commercialization that allow to mitigate the effects of the risk. For many years the cooperativism and 
the commercialization has turned into an economic reality consolidated for the agrarian sector (Martín, Molina y 
Ruiz: 2009), For what these companies constitute, undoubtedly, a very important subsector of the cooperativism both 
in terms of number of cooperatives and in turnover, and therefore with a major efficiency in the sales with regard to 
the rest of the traditional sectors of the agrarian cooperativism. 
The improvement is revealed in the major profitability obtained by the same ones, so much in static terms (countable 
ratios of economic or financial profitability, since in dynamic terms (Caballer y Segura, 1995), But the high 
standardization reached in the technology of the processes of production of the food-processing commercialization, 
joined the subordination of the function of operations in the area of the cooperative, which he has led to the 
proportionality between costs and income, which make useless the attempts of establishing an ideal dimension (Vidal 
et al, 1999). The intention of realizing a previous analysis of the efficiency of the cooperatives has to centre on 
comparing, basically, the cooperative form of company with his capitalist counterpart, affecting in someone of the 
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principal differences between both: global aims, systems of control and representation, distribution of surpluses and 
transfer of the property, etc., and the form in which these differences concern the objective achievement of the 
function of the company (Enke, 1945; Clark, 1952; Helmberger, 1964; Anderson et al, 1979; Anderson et al, 1980), 
and the result will suppose the obtaining of a point of balance to carry out the new strategic dimension of 
internationalization of the cooperative. 
Keywords: Strategy, internationalization, Cooperatives, development, profitability. 
1. Introduction 
In a world included where the commercial exchange of goods and services is a common activity between 
individuals, companies and countries, it would turn out difficult to conceive that there exist products of 
regular consumption that were to the forefront neither in strategies of commercialization nor much less 
immersed in the commercial exchange of a way direct and compromised inside his sector. In the present 
work we refer to the agroindustrial cooperatives of basic products for the culture and the Mediterranean 
diet that they have come being the economic base of the agriculture of our rural way since they are the 
wine, and the olive oil, and that in the last years are losing competitiveness on the markets opposite to the 
competition proceeding from other regions of the planet that us award an important worry, because they 
have not could adapt to the new paradigm of commercialization, to the same speed that they did the 
adjustment for the attainment of products of high quality with a few technological reforms that became 
indispensable and were carried out in a not very exagerate period of time. Destined to the culture of the 
grape (of which 97 % is destined to transformation), it continues being the country with major extension 
of vineyard of the European Union and of the world (more than one third of the total surface of the EU, 
followed by France and Italy with 25 % each one, which represents more than 15 % of the world), and 
Castilla-La Mancha is the first one of the regions of Spain as for surface dedicated to this type of culture 
with more than 50 % of the national output. The grapevine occupies the third place in extension of the 
Spanish cultures, behind the cereals and the olive grove. 
The value of the clear sales in the year 2001 was 4.474 million Euros. The increase of the value of the 
clear sales between the year 1995 and 2000 was 57,6 %, the major one of experienced on the whole food-
processing Spanish industry. The participation of this sector in the set of the industry happened from 6 % 
to 8 % in the same period. 
Table 1. Comparative 
  EU Spain C-LM CLM/UE (%) CLM/Spain(%)
Surface grape trees (Has.) 3.337.000 1.180.000 566.429 17% 48,00% 
Places 924.000 342.000 81.000 8,77% 23,68% 
Num. Winery  n.d. 5.766 545 n.d.  9,42% 
Production 2000 Mill. hls. 182.63 41,12 21,21 11.61% 51,60% 
Sales 2000 Mill hls. 180 40,5 20 11,09% 49,36% 
Export Mill.hls. 12 3,5 0,28 2,33% 8% 
Rentability Mill.€ 185.905 97.239 20.634 11,10% 21.22% 
Font: EU Agriculture Comission. 
  
Spain, with 1,1 millions of you have. Destined to the culture of the grape (of which 97 % is destined to 
transformation), it continues being the country with major extension of vineyard of the European Union 
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and of the world (more than one third of the total surface of the EU, followed by France and Italy with 25 
% each one, which represents more than 15 % of the world), with an elaborating tradition of wines that 
goes back to the epoch of the Romans. The grape surface occupies the third place in extension of the 
Spanish cultures, behind the cereals and the olive grove. 
Table 2. Spanish Wine 
Spain 2007 2008 2009 2010 
Surface (acres) 1.167.700 1.167.700 1.159.600 1.142.400 
Total grape production (ts) 6.539.812 5.271.737 5.601.852 6.927.600 
Total wine production (hls) 45.500.000 33.900.000 39.400.000 47.330.000
Font: M.A.P.A. & I.N.E.a
The performances of the vineyard are low, for it Spain that is the first country of the world for extension 
of vineyard, it is the third party as for production of wines. This characteristic, it can reduce something of 
competitiveness to the wine-growing industry, but in compensation, there take place grapes of high 
quality and health, which produce great variety of wines for the whole geography. There are very 
numerous plots with average very small surfaces, which constitutes a weakness from the point of view of 
rationalization of the costs of production, but it is a key factor for the population accession and of 
redistribution of revenue, especially in the rural way, where for example, Castilla-La Mancha possesses 
919 municipalities in that 90 % has a population lower than 15.000 inhabitants. As for the Olive oil, the 
European Union has a great importance in the production of this one. It is necessary to emphasize that, 98 
% of the total of the Olive oil produced worldwide has his origin in the basin of the Mediterranean. This 
owes to the ideal conditions that this zone presents for the production of above mentioned oil. 
Table 3. Production Grape/Wine 
Spain 2007 2008 2009 2010 
Grape production / num. acres 5,6 4,52 4,83 6,06 
Wine production / num. acres 38,96 29,03 33,98 41,43 
Rentability (€)   5.459.000 5.359.000 
Wine sold (Hectoliters) 9.829.400 10.460.562 10.853.661 11.590.455
Font: M.A.P.A. & I.N.E. 
Table 4. Region Castilla-La Mancha Production 
Castilla-La Mancha 2007 2008 2009 2010 
Surface (Has) 566.429 572.237 583.585 566.587 
Total grape production (ts) 3.340.906 2.336.625 2.895.248 3.610.274 
Total wine production (hls) 21.232.036 13.678.935 16.081.000 19.808.000
Font: M.A.P.A. & I.N.E. 
Table 5. Grape And Wine Production From Castilla-La Mancha. 
Castilla-La Mancha 2007 2008 2009 2010 
Grape production / num. acres 5,9 4,08 4,96 6,37 
a
 M.A.P.A.: Ministerio de Agricultura, Pesca y Alimentación (Department of agriculture, fishing, supply, Spain).  
I.N.E.: Instituto Nacional de Estadística de España (Spanish) National Estatistical Institute). 
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Wine production / num. acres 37,48 23,9 27,56 34,96
Font: M.A.P.A. & I.N.E. 
Observing the following information and centring in case of Castilla-La Mancha it is possible to say that, 
the production of Olive oil is not so intensive as in the total of Spain, is more, of the national output he 
supposes 7 % and places in the second position as for levels of production behind Andalusia, which 
produces 80 % of the total of Spanish Olive oil, and is the producing maximum worldwide, to what it is 
necessary to add that the surface destined for the culture of the olive grove and the number of olive trees 
is very superior in percentage to that of production of Olive oil of Castilla-La Mancha and especially it 
has major extensions dedicated to the intensive culture. 
Font: Ministery of Agriculture and European Union. 
The production of Olive oil in Spain for the year 2010 has met seriously affected due to the hard 
meteorological conditions for recent frosts, snow and intense rains that have taken place in the months in 
which it were necessary to have carried out the crop. In the concrete case of Castilla-La Mancha there are 
estimated a few losses of 86 million Euros. This supposes a loss of between 40 and 50 % of the crop of 
olive for the production of Olive oil. 
2. Farm Industries Cooperatives and Marketing 
For many years the cooperativism of oil commercialization has turned into an economic reality 
consolidated for the agrarian sector of the region of Castilla-La Mancha (Martin, Molina and Ruiz: 2009); 
his current importance is always tending to the accounting of negative information, being this slightly 
natural circumstance, for complicated of the markets and, especially, the market of commercialization of 
the Olive oil, in which they exist intermediaries' multitude that they put up the price of the product of 
unnecessary form and reduce the margins up to limits below the profitability asumible for the 
cooperatives and his partners. 
The tradition and the development reached by these cooperatives has needed of the creation of 
associate groups of cooperatives that they have created, ad hoc companies dedicated to the 
commercialization of his product, which has turned them into important actors into the areas of decision 
of the oil sector and an indispensable reference to the agrarian Spanish asociacionismo; in effect, these 
companies constitute, undoubtedly, a very important subsector of the cooperativism in Castilla-La 
Mancha both in terms of number of cooperatives and in turnover, and therefore with a major efficiency in 
the sales with regard to the rest of the traditional sectors of the agrarian cooperativism from Castilla-La 
Mancha. 
The need to diversify the origin of the lines of business, it has become the innovation necessary to 
safeguard the survival of the sector, and especially, of the rural way that sustains it lengthways and width 
of the Spanish territory, giving him seated that, in the world included in that we live, it becomes 
indispensable to have opened channels of commercialization and of exports to facilitate the diversification 
 WORLD EU Spain C-LM CLM/EU(%) CLM/Spain %)
Surface (has) 10.700.000 6.000.000 2.509.677 397.173 6,62% 15,83%
Num de olives 1.300.000.000 822.000.000 282.696.000 36.263.000 4,41% 12,83%
Production (x1000 Tm) 2665,5 1.933 1.030 63 3,26% 6,12%
Export (x1000 Tm) 581 374 154 - - -
Import (x1000 Tm) 568 96 40,6 - - -
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of the risk, and to be able to confront this type of strategies the accumulation of forces is necessary, that is 
to say, to create common links to share costs in the commercialization, and this way to prevent them from 
multiplying the costs for so many cooperatives since they exist. 
2.1. Export farm products 
The major consideration of the beneficial properties of the Olive oil for the health of the persons 
worldwide has propitiated a major expansion of the product. For what, as a general rule, the Spanish 
exports have been growing, experiencing overcoat a spectacular growth from the year 2000. 
Olive Oil Virgin Olive Oil 
International Market Prices for Farmers (euros/100kg) 
(Ts) Extra Extra Fine Normal Years 
Importation Exportation to 0,5º 
from 
0,5 to 1º 
from 1 to 
1,5º from 1,5 to 3º 
1990 21.107  270.059  171,31  164,39 157,43  151,35  
1991 64.506  379.342  194,43  181,45 167,65  157,41  
1992 78.741  164.765  182,24  174,91 165,43  163,12  
1993 54.341  225.862  200,97  194,56 188,70  181,93  
1994 125.579  266.440  –  233,46 228,44  219,09  
1995 145.216  158.307  –  288,82 283,15  276,25  
1996 98.153  213.636  –  374,08 362,29  355,22  
1997 70.568  458.629  –  257,04 215,18  200,92  
1998 57.496  426.999  –  197,42 170,56  159,17  
1999 148.582  273.244  –  243,36 234,54  215,63  
2000 38.083  437.257  –  199,30 187,39  186,32  
2001 50.287  509.770  –  297,12 281,36  274,74  
    
Extra to 1º 
Fine from 
1 to 2º 
Corriente from 2,1 to 3,3º 
2002 16.346  699.288    197,15 184,55  180,78  
2003 71.169  573.121    225,22 215,92  200,89  
2004 82.697  672.216    243,90 234,92  227,16  
2005 114.556  549.626    305,03 299,84  288,28  
    Extra Virgin Lampante 
2006 132.928  509.677    564,32 370,08  158,20  
2007 80.130  690.813    581,10 474,68  136,82  
The first important information that us reveals the report, is the scanty weight that has Castilla-La 
Mancha in the set of the total exports in Spain, only a (1,6 %), codes in that the efforts for obtaining better 
results have to increase the pace of advance of the exports. An information more positive, and opposite to 
the happened in the previous years, is the reduction of the high regional dependence of the exterior, which 
is translated in a decrease of the imports (a fall of 18 % in Castilla-La Mancha opposite to 1 % of Spain). 
Something that is important to consider for object of the present work is that Castilla-La Mancha presents 
a minor orientation to the exterior markets that the national Spanish average, that is to say, autosupplies of 
goods and goods in major measure that the rest of communities, which are nourished of the external 
market (he presents a degree of regional opening of 8,4 % opposite to 17,2 national %). Nevertheless, it is 
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necessary to clarify the difficulty of extrapolating this information to the geographical reality of the 
commercial flows of the community, since many of these are realized across other Autonomous frontier 
Communities. 
It is necessary to think that the European Union of the 27, is the principal commercial partner, 80 % of 
the products Castilian-native of La Mancha are destined for export, whereas in the total of the imports 84 
% comes from the European Union. The principal consumers are Portugal (20,2 %), France (16,8 %), 
Germany (13,1 %), Italy (9,3 %) and United Kingdom (4,7 %) between the community ones. Out of the 
European borders the impact of the exports is minimal, since it happens in the USA (2,9 %), in Africa 
(5,9 %, centring on the half of the goods on Morocco) or Asia (4,8 %). The latter paragraph is capable of 
improvement, and efforts must be reinforced to extend quota in emergent destinations (block of countries 
BRIC). The interesting of this panorama is the area of opportunity that represents the market of Latin 
America 
3. Strategies  
There exist three types of classifications of the generic strategies that it has gone on to the academic 
literature as a modal for all those who embroider these topics. The first one of them, owes Ansoff (1965) 
to herself and stems from the counterfoil praised by this author who groups the strategies in four groups: 
1. Penetration of the market. 
2. Product development. 
3. Development of the market. 
4. Geographical Expansion or diversification. 
Between the tipologies most used to analyze the relations between strategy and human resources, they 
are those that they distinguish between exploitative, defensive companies, to analize and you reactivate 
(Thousands and Snow: 1978); and the basic strategies that would be a leadership of costs, differentiation 
and segmentation (Porter: 1980). Some authors only have found similarities in the exploitative company 
because it was following a type of differentiation (innovation), and the defensive can follow the reduction 
of costs, the differentiation for criteria of quality, or a combination of these two last ones (Hambrick: 
1983). 
A similar relation can be established using the most known classification of strategies that it 
distinguishes between differentiation of product and leadership in costs (Porter: 1980), that established his 
famous classification of generic strategies resting on the base of two variables since it are the competitive 
advantage and the type of competitive approach, the differentiation and the specialization not always are 
sufficient to explain all the strategic actions (Porter: 1980). 
Though on the same base we might speak also about a classification in two only groups, about the 
mere difference between strategies based on the costs and strategies based on the differentiation. 
1. Strategy of cost leadership: "the low cost in relation with the competitors is the topic that crosses 
the whole strategy, though the quality, the service and other areas cannot be ignored", (Porter: 
1980). 
2. Strategy of differentiation: "it can be that the differentiation is not compatible with the low costs 
and with the prices of the competitors for comparable products and rivals", (Porter: 1980). 
3.  Specialization or segmentation: it comes from the possibilities that offer the broad markets, in 
many cases the strategy does not have why to go to the totality of the market, but to a concrete 
part of the same one.  
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Another classification that it includes at previous two o'clock happens to realize an arrangement that 
groups the strategies in five big groups (Mintzberg: 1987): 
 -   Location of the business. 
 -   Identification or recognition of the business.
 -   Development of the business. 
 -   Extension of the business. 
 -   Reconduction of the business. 
In case of the Olive oil we find it is a vegetable fat as some others that we are presented in this work, 
which can have several uses and purposes, is therefore comparable to other vegetable fats, but in case of 
the Olive oil it has a series of attributes that differentiate it, since one presents in this work, of the rest of 
matters and vegetable fats, which allows to make see the client who is worth paying to acquire a bit more 
Olive oil instead of another type of oil, because it is a product that for his special characterization, and his 
characteristic attributes they it present as the only product with regard to others. 
The strategies of marketing assigned to the food-processing sector and more especially dedicated to the 
sector of the Olive oil they would establish a series of actions directed to each of them, in this case, it tries 
to manage the differentiation of the product and to reach a reward in the price across the perception on the 
part of the market that he considers to the product as something only: product; price; advertising; 
promotion. The most important changes enter inside the area of the attitude of the consumers, the 
hierarchy of preferences of the consumer has been modified progressively in the practical totality of the 
countries developed (Rodríguez-Zúñiga, Sanz: 1997). The changes in the guidelines of consumption have 
motivated a review of the approaches used for his determination and explanation. In this respect, though 
the revenue and the price continue being essential variables in the explanation of the demand of the 
consumer, the factors of qualitative character, since they are the preferences, the values and the attitudes, 
they acquire an increasing relevant paper. 
4. Innovative strategies: wine and oil strategies. 
The strategies of internationalization, the differentiation and the diversification towards new ranges of 
products, but before the need to reduce costs and to improve the competitiveness the rationalization of the 
logistic processes he is acquiring special relevancy in the managerial strategies. Between these strategies 
also one finds the new forms of agreement and relations between the producers and the channels of food-
processing distribution, principal suppliers of the increasing big surfaces that, for a few years, have turned 
into the principal sellers of Olive oil into our country, supposing 54,4 % (Rodríguez-Zúñiga, Sanz: 1997), 
a higher percentage only in this product that the average of total sales as for food products, of that they 
entrust of the commercialization of 45 %, which it wants to say that the clients tend to be provided with 
this product in this type of surfaces, more than of other products also food. 
Authors specialized in the oil sector have affirmed of a few years to this part that the concrete case of 
the sector of the Olive oil lacks a system of strategies " in endorsement " on the part of the cooperative 
oil-mills integrated by the olive growers, except some more modern experiences (Sanz, Rodríguez-
Zúñiga: 1997), this comes given by the cooperatives that are not prepared for the development of a model 
and competitive of efficient commercialization. The autonomous and local administrations are those that 
have a more relevant paper assigned in the promotion of the stages of the innovation the most nearby to 
the market (Mulet: 1998), on the other hand the state administration has a normative responsibility and of 
coordination, as well as guard over the creation of scientific knowledge. 
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The innovation is different of the strategies that have continued, according to the needs, or the 
capacities of each one of the cooperative oil-mills, since they are those who concentrate most of the oil 
production: "innovating is to turn inventions into processes, products or services that are successful on the 
market. Without positive consequences on the generation of benefits there is no innovation", (Mulet: 
1998). This conceptual application of the innovation is generating certain decompensations in many 
cooperatives that have realized important investments in technology and are not receiving a few 
performances according to the financial requirements that harass them. Other model detailed options of 
innovation that have been defined already in the 21st century (Joly and Lemarie: 2000): 
- Co-construction: the market not pre - exists, is the collective work of the actors 
that there are implied those who define it and put it in his place. 
- Delegation: more classic Model in whom the participants identify and represent 
the market, which allows to simplify the processes for a cut in the time of the 
innovation and in that of the diffusion. 
Boarders consider the resources and capacities as strategic element it is required of these that they are 
scanty, valuable and difficultly imitables and sustituibles (Barney: 1991). It is necessary that of the 
internal analysis of the fundamental competitions it returns in basic and unavoidable element in the 
formulation of the strategy of the sector (Hamel and Prahalad: 1990). The fundamental props on which 
the differentiation of the products had been ruled it could come determined by different alternatives 
(Porter: 1980): Quality of the product, Confidence in the product, Innovation of product, Peripheral 
Services, Marks. The strategies of internationalization, the differentiation and the diversification towards 
new ranges of products, but before the need to reduce costs and to improve the competitiveness the 
rationalization of the logistic processes he is acquiring special relevancy in the managerial strategies. 
4.1.  New expectations  
They can be considered to be comparative advantages revealed of the commercial specialization of an 
economic area in certain productions depending on the costs and relative prices opposite to his 
competitors, though a trade deficit exists in those sectors needed from a high technology, whereas sectors 
of harder demand and minor technological content present surplus. The aim of the present work is to 
propose an alternative method of commercialization for both food-processing products proceeding from 
the cooperative industry, the wine and the olive oil, in order to promote his capacity of acquisition beyond 
the Spanish borders and inclusive European, for what one studies the possibility of developing a model 
offer for the distribution in jammed solid format, preferably, in foreign territory staying the added value 
in property of the cooperatives, and not in the intermediaries and brokers of current oil of olive. A system 
of exclusive distribution is the extreme form of the selective distribution, which is the one that is used 
when certain product is available alone in few shops and is in use in products of speciality or of luxury. 
The distributor agrees not to index rival brands in the same category of products, achieving hereby that 
the cooperative food-processing products had preferential content from the intermediary. 
A strategy of exclusive coverage is useful when the manufacturer wants to differentiate his product for 
a politics of high quality, of prestige or of quality of service that means that alone one or a few 
distributors in a certain area have the right to distribute or commercialize certain product. Since the 
buyers have to seek or to travel to buy it very far, the exclusive distribution is in the habit of being 
confined in special goods of consumption. The limited distribution also serves to project an image of 
exclusivity of the product. The narrow cooperation between manufacturer and distributor facilitates the 
putting in march of this program of quality. The advantages and disadvantages of this system are those of 
the selective distribution, but extended. 
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To opinion of Aaker (1996), today per today, many of the brands with a high prestige sell more for the 
quality of the products or services that endorse. To this it is called an equity of brand, which is a set of 
qualities that an investment implies to create and to improve the same ones. 
Of the format developing under this premise, some steps will have to follow, same that appear in the 
offer of the model, who stays of the following way:
                   Cooperatives           Format Development     Export / Marketing 
Since it is possible to estimate, the proposed model divides in three parts. 
- Cooperatives (products). 
- Format Development. 
- Export / Marketing. 
This offer centres exclusively on the initial process of the conformation of the format, since as soon as 
the partner is located, there will have to be analyzed the norm under which it produces the target country 
as for the introduction of the products that will produce the brand. An undoubted advantage is to take 
advantage of the countries with which Spain has commercial agreements or favorable relations where 
there is had knowledge of which the products are exported, as some Latin-American countries and the 
North America, without counting the own countries of the European Union. 
The acceptance that has the Olive oil at present on the new markets owes to itself not only to his 
nutritional and healthy properties, but also that a basic ingredient constitutes in the Mediterranean diet, 
and not staying there only, so in this study it is a question of demonstrating that the Olive oil has a few 
connotations much more wide than the merely food ones inside the Mediterranean diet. The entail of the 
Olive oil with a diet, with a way of life, for what the evolution on the markets seems to demonstrate that 
the consumption can grow in a significant way not only on the traditional markets, but also and 
fundamentally in emergent others, if there is promoted a politics of quality and of information, more than 
of prices, which technically cannot place below certain thresholds. An improvement in the qualities 
physicist - chemistry and organolépticas of the product, together with the application of a suitable 
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program of promotion, they have to allow to put at the disposal of the market a product that assembles a 
combination of characteristics differentiated and estimated by the consumer. 
4.2 Exterior Trade of the Olive Oil 
From the commercial point of view the cooperative oil-mills realize, fundamentally a labor of 
production and storage. Of the total of his production, they sell a small part packed, though most of the 
production is sold in bulk to the industries of refined and / or envasadoras. The scanty implication of the 
producers of Olive oil in the commercialization of his products, losing with it the added value that the 
activities of commercialization generate between the reasons more important that in the literature they 
sign like explanatory of this situation (Young girls et to: 1997): 
− The partners members of a cooperative have not worried for the quality of the 
produced oils. 
− Lack of orientation of the cooperative oil-mills towards the final market since the 
own members of a cooperative deal to his cooperative as the final market, they 
conceive the cooperative as a market of delivery of the production that as 
something own. 
− Lack of professionalization of the cooperative and, sector therefore, scanty 
orientation to the market and absence of business management. 
− Reticence to the accomplishment of investments in commercial activities. 
Castilla-La Mancha has a scanty weight in the set of the exports of Spain, only he supposes 1,6 %, in 
these years in which the economic world situation to stopped in Castilla-La Mancha has supposed that the 
imports have fallen 18 %, whereas the national average has been a fall of only 1 %, for what the Scale of 
Exterior Trade has become stable, but to worse. 
5. Conclusions 
The Olive oil and the wine have to improve the strategies of competitiveness to be able to enter 
successfully on new markets, as an important strategy it is a reasonable use of his competitive strategy of 
base, which is the key for the success of the companies they depend on the public helps. Due to several 
differences in the basic strategy they are very big in the companies for it it is necessary to implement 
successfully his legitimate needs with the different resources and skills. The basic strategy also means 
that the measures of organization, procedures of control and innovative institutional differences have to 
be modified with a great criterion more aperturista that the one that has governed till now the system of 
commercialization of the food-processing products of the cooperatives. 
Nevertheless, when they monopolize the sufficient force, it is possible that they do not agree to be a 
leader in a concrete segment of the market, is at this moment, when they can resort when his strategy of 
base fits to the total differentiation, across the strategy of leadership in costs, in order to be able to reach a 
major market share eventually replace the original leader who existed in the oil sector and to turn into the 
leader of the sectorial market. If the cooperative sector does not manage to identify with his own 
competitive basic, at the time strategy one sees caught in the central position, therefore it stays in a 
strategic situation of business in one very unfavorable conditions, lacking a market share, and not 
reaching a frame of differentiation of the products having to tend to the cost advantage of compilation. 
In the cooperative food-processing industry, many companies lack a good situation for his own 
resources and are caught between a few strategies in which the benefits are scanty, and these have to be 
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distributed between the partners members of a cooperative and in addition they are unable to support his 
position on the market to which they have acceded. Some of these cooperatives, on not having had 
detected in an early way his competitive advantage, have to tend to establish a competitive strategy of 
base. Already be to take the necessary measurements to reach the leadership in costs, or at least a 
comparable cost level with those that the competition has, he will need from an investment of positive 
marketing to reach the magnitude of the contracting and therefore the need to reach 
It is necessary that the capacity of the company inside the food-processing cooperative industry both of 
the wine and of the olive oil could achieve one I do not talk term an important level of development, 
being the construction of corporate brand a fundamental prop to strategic level for the commercial 
implantation of the cooperative sector on the new markets. 
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